"Collectives in organizations appear less morally motivated than individuals": Correction to Jago, Kreps, and Laurin (2019).
Reports an error in "Collectives in organizations appear less morally motivated than individuals" by Arthur S. Jago, Tamar A. Kreps and Kristin Laurin (Journal of Experimental Psychology: General, Advanced Online Publication, Apr 25, 2019, np). In the article "Collectives in Organizations Appear Less Morally Motivated Than Individuals" by Arthur S. Jago, Tamar A. Kreps, and Kristin Laurin, the second affiliation of the first author was omitted from the byline and author note. The byline should appear instead as University of Southern California and University of Washington-Tacoma. The first paragraph of the author note should appear instead as Arthur S. Jago, Department of Management and Organization, University of Southern California, and Milgard School of Business, University of Washington-Tacoma. The third paragraph of the author note should appear instead as the following: Correspondence concerning this article should be addressed to Arthur S. Jago, Milgard School of Business, University of Washington - Tacoma, 1900 Commerce Street DOU 306, Tacoma, WA 98402. Email: ajago@uw.edu (The following abstract of the original article appeared in record 2019-22737-001.) Organizations often benefit from signaling moral values. Across 5 studies, we explore how people attribute moral conviction to different organizational agents. We find that people believe collectives (e.g., groups; entire organizations) have less moral conviction than individuals, even when both agents behave identically (Studies 1 and 2). We test a variety of potential mechanisms for this effect, and find evidence for two parallel pathways: first, people believe collectives have less of a capacity for emotional experience, and therefore are less likely to use emotions when making decisions; and second, people believe collectives are also more self-interested, and therefore more likely to behave out of concern for their reputations rather than morality (Study 3). In examining boundary conditions for this effect, we find that it occurs when people judge generic for-profit companies and government entities, but not family businesses or charities (Study 4). Finally, we demonstrate that, because collectives appear less morally motivated than individuals, people also assume collectives will exhibit less persistence after enacting prosocial initiatives (Study 5). We discuss theoretical, practical, and social implications of these differing attributions of moral conviction. (PsycINFO Database Record (c) 2019 APA, all rights reserved).